Abstract: This article investigates how two lifestyle magazines aimed at young Japanese men negotiate masculinity with regard to body discourses. Although both magazines incorporate discourses of outward appearance into their constructions of masculinities and thus show how gender discourses in general have changed, they significantly differ from each other as far as the idealized man is concerned. ChokiChoki mainly deals with health care, beauty, and the overall body physique. It heavily incorporates strategies into the discursive construction of masculinity that used to be understood as distinctly female. The magazine Men's Egg focuses on body physique and the sexual act. It tends to idealize the muscular body and links it with sexual potency, which is one of the magazine's main aspects of proving masculinity. While Men's Egg targets gyaru-o (from English: 'gal') and relies on conduct that is strongly affiliated with hegemonic masculinity, the much stronger incorporation of once exclusively female practices by ChokiChoki constructs an ideal close to the sōshokukei danshi ('herbivorous man'). Both magazines, while reproducing mechanisms of hegemonic masculinity, semantically expand the male habitus and body language.
Introduction
In the 1990s a social dynamic was heavily propagated in Japan that already started in the 1980s: fashion being an area of interest and activity for men. Since every youth culture has particular values and norms, specific codes are employed to convey information about and state affiliation with these cultures. Fashion as a consumable commodity is an important means to express a certain lifestyle (Bestor 1989: 15; Nanba 2007) and to construct and communicate affiliation with a particular youth culture. Hence, it is a way to create identity (Clammer 1997: 60) .
The fact that men construct their identity by means of fashion is not really newsworthy. However, for the longest time men had lost their place on the fashion stage in Japan and therefore men creating and communicating identity by use of fashion is a relatively new phenomenon. Nishiyama and Tanimoto (2009) identify the Meiji period as the time in Japan when men started to exchange colorful kimonos for black suits and thus would distance themselves from using fashion as a means of self-expression. Even though the use of fashion and cosmetic products is to a great extent a matter of personal choice, it is important to note that when men left the stage of fashion a long time ago, women were socially pressured to perform the more beautiful sex. Thus, wearing fashionable clothes and doing beauty care came to be distinctly associated with women and femininity. Hence, men would only wear professional working clothes since embellishments were unnecessary (Nishiyama and Tanimoto 2009: 52-65) . Frühstück (2005: 76) points out that in the Meiji period a militaristic conception of the "male body became a central organizing principle of the nation state that was constructed primarily in the imperial armed forces." She further argues that "the armed forces also introduced and aggressively cultivated images of ideal masculinity and 'true manhood'." This masculine ideal was mainly based on physical fitness. To be accepted to the imperial army came with prestige and was proof of proper manhood. The army, however, belongs to those institutions that most visibly restrict expression of personal identity via clothing by making its members wear uniforms. The above-mentioned connection of identity with fashion as well as the connection of fashion with gender shows that identity is of course to a great part a matter of gender (Clammer 1995: 210) . German sociologist Michael Meuser (2006: 316) elaborates on this when he argues that gender is the most important source of self-identification.
Consequently the question arises how fashion and gender relate to each other and to the discourses that are employed to negotiate them. Fashion often is a distinct part of a particular youth culture. Therefore it is essential for its members to know about the codes and norms that rule it. In Clammer's (1997: 40) words, it is necessary to be "streetwise, in the sense of knowing what is what and what is fashionable." Fashion magazines contribute to a great extent to the distribution, creation, and acknowledgment of information on fashion within a selected target audience. With respect to Japan, Moeran (1996: 200) has noticed that "those who read a particular magazine have a certain specialized interest catered to by the magazine's contents, they are also usually members of a particular narrowlydefined age group, and of one gender rather than the other." White (1994) further elaborates on this matter with regard to youth magazines. She writes that " [m] agazines provide a source of news critical to the self-image and relationships teens cultivate" (White 1994: 113) .
Categorizing men's magazines is a difficult task. For a long time they were not recognized as being produced particularly for men, but were understood as being non-gendered (Morohashi 2005: 231) . However, as Tanaka (2003: 223) points out, they are indeed gendered to a great extent. As fashion is an expression of a certain lifestyle, fashion magazines for young Japanese men can be regarded as lifestyle magazines Tanaka (2003: 226) and will be referred to by that name in this article. They are more than just catalogs of clothes, but address various other fields of interest, such as recreational activities and hobbies, dining, housekeeping, health management, and interpersonal relationships including love, and, as the case may be, sex.
Between the years 1990 and 2010, the print numbers of lifestyle magazines targeting young Japanese men have roughly tripled -from 1.5 million issues per month in 1990 to between 4 and 4.5 million since 2000 (Saladin 2011 (Saladin /2012 . The consumption of such lifestyle magazines is a statement on what youth group an individual belongs to or wishes to be identified with. In this article I will investigate what concepts of gender, and especially masculinity, are communicated by two different Japanese lifestyle magazines for young men and how the discourses employed to construct these concepts are conveyed. I will do so by focusing on those aspects in the two magazines that pertain to discourses of the body.
About this study
The magazines analyzed in this study are ChokiChoki and Men's Egg. They were chosen for the following reasons: 1. Both were first published around the same time: Men's Egg in 1999, ChokiChoki in 2000. That means both are part of the boom of lifestyle magazines for young men that started in the middle of the 1990s. 2. As editors of both magazines explained in interviews conducted as an additional part of this study, both magazines target readers of comparable age groups: teens and young adults roughly between the ages of 15 and 25. However, both also have older and younger readers. 3. According to their publishers, within the time span of this research , about 250,000 copies were printed monthly for each magazine. Though the accuracy of these numbers cannot be fully verified, this means that they belong to the better-selling segment of Japanese lifestyle magazines for young men.
Although Men's Egg ceased publication in November 2013, it is included in the analysis because it was the first magazine of its kind targeting a particular youth culture. ChokiChoki is still on the market.
Masculinity in Japan
In contemporary Japan, the ideal man is still associated with the daikokubashira, the main and central pillar of a traditional house that supports it and without which it would crumble (Gill 2003: 145) . This backbone of the house and the family, as well as society at large, is generally imagined as a sararīman ('whitecollar office worker') (Dasgupta 2013; Hidaka 2010; Schad-Seifert 2007) . The sararīman is closely linked to "hegemonic masculinity," identified by Connell (2005) as a male ideal that is supported and (re)produced by the majority of a society. Men in general hold the key positions of political, social, and economic power and are thus in a more powerful position than women. However, Connell also points out that not all men comply with this idea of masculinity, be it willingly or unwillingly. Those who can't or don't want to comply, however, are in weaker positions than those who do: they are marginalized or subordinate.
As any other gender construction the sararīman is a cultural ideal. Not every man in Japan is a white-collar company employee. However, the ideal of the hegemonic construction of masculinity also applies to those who are not as close to it as the sararīman himself. It is the kind of masculinity that most male members of a society support and accept as the goal to strive for, since they still benefit from what Connell (2005: 79) calls the "hegemonic dividend." Thus, the ideas and concepts associated with it are also applicable to members of society who are not (yet) in the position to be a sararīman, such as high-school or university students, who constitute a large part of the readership targeted by the two magazines discussed.
In , columnist Maki Fukasawa (2009 coined the term sōshoku danshi ('herbivore man'), which became a buzzword in the following years. Masahiro Morioka (2011: 16) later added the suffix kei ('group, type'), giving sōshokukei danshi, which will be used in this paper. Fukasawa (2009: 104-111) wanted to point out changing attitudes among young Japanese men and their recent tendency not to strive for sexual encounters, thus showing a quite different way of interacting with the opposite sex. Metaphorically drawing on the behavior of animals, old-school men would assertively and pro-actively approach women and try to get them like carnivores hunting their prey. The new breed of sōshokukei danshi, however, is much more passive and rather resembles an herbivorous animal that lies down and calmly eats grass. These herbivore men do not choose to live up to the qualities that are commonly ascribed to a typical man in terms of the hegemonic construction of masculinity. Accordingly, they came to symbolize a generation that is publicly viewed as being responsible for problems in Japanese society in general.
The sōshokukei danshi with his reluctance to engage in relationships emerges from within a climate of changing social dispositions, which causes anxieties about Japan's current situation and future prospects. Falling marriage rates (Yamada 2010) for example are gaining public interest since they undermine the conception of married couples being the backbone of Japanese society. Likewise, investigating the rising divorce rate of the 1990s, Fuess (2004: 165) shows that the public discourse on marriage and divorce in Japan is linked to changing perceptions of gender: "high divorce rates are seen as a sign of 'progress', since wives are increasingly taking the initiative to liberate themselves from the fetters of marriage." Hence, sōshokukei danshi are being associated with a vicious cycle of more and more women getting divorced, while less and less men get married. Mathews and White (2004: 189-200) even notice a cultural panic with regard to the younger generation of Japan, which becomes manifest in public discourse. Facing, for example, shrinking birth rates or economic tension after the burst of the bubble economy, the alleged passivity and escapism of the youth for many raises the question of just what may be wrong with this generation. These negative characteristics are attributed to the sōshokukei danshi as well. Hence the appearance of these new men is entangled with social dynamics of instability where seemingly natural patterns of social life do no longer apply to the extent they used to.
Outward appearance as a new discursive strategy
The focus on outward appearance is inherent to a magazine genre that concentrates on fashion. Wearing clothes is a necessity in industrialized societies. However, expressing personal taste via fashion used to be a highly restricted activity for the male gender both inside and outside Japan. This becomes obvious, for example, when looking at the discourses of metro-sexuality in Western countries. Today, men around the world have learned to pay attention to their bodies, fashion, and beauty-care means. They incorporate body practices into their male habitus, which for more than a century mainly belonged to the female habitus and thus had been made a discursive strategy to construct femininity. In doing so, the male habitus is altered by expanding the pool of possible strategies from which men can choose in order to do their gender (Demetriou 2001: 350-351) .
The boom of lifestyle magazines for young men in Japan during the 1990s shows that the construction of masculinity on the level of the body has been expanded by these newly available discourses. By introducing formerly exclusively female ways of constructing outward appearance, these magazines have contributed to the alteration of the male habitus by changing the means that are available to men in order to construct their own outward appearance. Considering the great increase of such magazines, the changing discursive strategies that men employ in order to construct their identity through fashion are worth analyzing in their own right. In this article, however, the focus is on those aspects of the magazines that introduce other discourses of the body, and on analyzing what kind of gender order is construed as well as (re)constructed within these parts of the magazines.
Gendered body discourses in ChokiChoki
The first magazine to be discussed is ChokiChoki. The title is an onomatopoetic term describing the sound of a pair of scissors, which relates to the fact that the magazine started out specializing in hairstyling. Over time the focus has broadened, and now there are many pages devoted to fashion as well. In this section three examples of how the magazine ChokiChoki conveys its ideas of gender in discourses of the body are analyzed. These are health care, beauty care, and the overall idea of body physique that is being constructed.
Health care
The first example is from a feature of the April issue 2008. Headlined "Kafunshō shīzun norikiri taisaku" ('Countermeasures to get through the hay fever season') (ChokiChoki 2008/04: 77-84), the article explains what hay fever is, including its causes and the symptoms that come with it. Advice about countermeasures includes various health-care issues.
The main part of the article presents types of medication, food, and nutrition supplements that can be used in order to bring relief to a suffering nose or itchy eyes. It also advises the reader to relax his stressed and exhausted mind with aromatherapy, for example, when taking a bath. All these recommendations are clearly addressed at a male reader, as should be obvious from the fact that ChokiChoki is a men's magazine. The reader's gender is further specified by the accompanying illustrations, in which the hay fever countermeasures are demonstrated by a young man. Depicting males as deciding on nutrition, medication, and even aromatherapy treatments is noteworthy in that such issues for a long time used to be defined as prototypically pertaining to women.
For instance, using the example of commercials for health improving drinks, Yamashita (2006: 108-110) points out that in Japan, health care is a typically female domain. It is the wife who manages her husband's health. She does so by presenting him with supplementary drinks that improve his strength, immune system, energy, and general condition so that he can fully concentrate on his work. The hay fever article clearly deviates from these gender roles by incorporating into the male habitus activities that used to be understood as female, thus making them available as strategies of masculinity.
Beauty care
Another topic within which ChokiChoki is renegotiating masculinity via discourses linked to the body is beauty care. Issues discussed range from facial remedies such as cleansers, lotions, and creams, to body treatments like instructions of how to remove unwanted body hair and techniques for giving one's eyebrows an appealing shape. Beauty salons catering specifically to male customers are introduced on a regular basis, too.
Cultural notions of men and their concern for outward appearance in Japanese history can be traced back to the Heian period, for example in episodes of Genji Monogatari, where Prince Genji, Nioi, or Kaoru are creating scents by themselves. Maeda (2009: 15-17) , however, holds that cosmetics have been a taboo for men since the Meiji period. Even though Miller (2006: 139) , referring to Machida (1997) , gives examples of a unisex face lotion that was produced and advertised for men as well as women in the Meiji period, the idea that men used cosmetic products in their daily routine is certainly misleading. The same holds true for eyebrow treatments of men, which can be traced back to the Heian period as well. As far as plucking the eyebrows is concerned, however, Miller (2006: 141) argues: "Eyebrow plucking and shaping is just one of numerous beauty activities many contemporary women do in order to create female gendered looks." Plucking one's eyebrows or applying skin lotion wasn't something the majority of men would do. In other words, men applying cosmetic treatments are a relatively new phenomenon in Japan.
In ChokiChoki, the link of these once uniquely female body practices with the female gender is still obvious. One example is the typical kōkoku kiji (magazine feature that in some ways is comparable to advertorials) of cosmetic treatment for men. This article type commonly features a male model of the magazine who is undergoing some treatment in a beauty salon. The treatment is carried out by a woman, who at the same time explains what is happening to the customer, how to perform a proper treatment, what first-time customers can expect, and other information male readers might want to know about treatments. As can be seen, it is the woman who is presented as the expert in this field here.
In her analysis of Men's Non-No -one of the first and best-known Japanese lifestyle magazines for a male target audience -the Japanese literary critic Minako Saitō (2003: 333) argues that "learning from the stylist" is a standard feature in this magazine. That means a fundamental principle of these magazines is to serve as manuals for readers. These manuals consist of advice given by experts, and when it comes to beauty care and cosmetics, the great majority of these experts happen to be women.
This shows that there is an ambivalent attitude in ChokiChoki toward beauty care and the underlying idea of masculinity. On the one hand, discourses on beauty care are strongly marked as feminine. This becomes even more obvious when looking at a question that is addressed during the article: "Demo, yappari esute tte onna no ko ga iku tokoro ja nai no?" ('But isn't a beauty salon a place where girls go?') (ChokiChoki 2006/12: 56-57) . Here ChokiChoki heavily draws on the common stereotype of beauty care as being part of the female habitus and nothing men ought to be concerned with.
On the other hand, beauty care is one principle part of the magazine. This means that ChokiChoki incorporates once explicitly feminine traits into the daily routines of its male readership. In doing so, these routines become part of the readers' discourses of self and their construction of masculinity. The answer to the question mentioned above reads: "'Esute wa josei ga iku tokoro' wa mō furui" ('To believe "a beauty-salon is a place where [only] women go" is old-fashioned') (ChokiChoki 2006/12: 56) . Here, the magazine propagates the view that beauty care and all practices associated with it are becoming a legitimate part of the male habitus. They have become a means to construct masculinity.
Body physique
Physicality and the body are not merely negotiated within the more or less nonfictional articles or kōkoku kiji of the magazine. A different feature of ChokiChoki is a manga called "Rocking-on." It is a regular part of the magazine that features episodes from the life of a fictional oshare kingu ('fashion king') called Rock. Oshare kingu is the name of those magazine models that used to be readers and at some point were cast as models. Therefore, they closely correspond to what the editors and readers of the magazine would consider an ideal young man.
In the episode featured in ChokiChoki 2008/06 (124-125), protagonist Rock goes to the gym in order to lose some weight. He quickly finds the help of an experienced and very muscular male customer, who shows him how to properly exercise. Back in the changing room, the man approaches Rock one more time and hands him a business card of the gay bar he works at, whispering into his ear that he will offer him "tada de sābisu" ('free service') (ChokiChoki 2008/06: 125) . Rock is utterly shocked by this encounter, and unable to eat for three consecutive days. This unintentionally leads to just what he intended to achieve in the gym in the first place: losing weight.
On the one hand, this episode is a very direct display of how important looks and outward appearance are for a man constructed by ChokiChoki. The magazine in general conveys the basic idea of a slim and not overweight male body. The idealized body shape is not only to be slender; it is in fact not to be muscular. On the other hand, the episode features a very apparent homophobic discourse, which is utilized to establish a link between the masculinity as it is constructed in the magazine, and the hegemonic masculinity of Japan. In Japanese mainstream media, gay men are generally constructed as rather effeminate (McLelland 2000: 44-55) . However, ChokiChoki draws on common patterns in magazines for homosexual men when depicting a gay man as muscular. Describing the imagery of the gay magazine Barazoku, McLelland (2000: 130) points out that "[t]he men/ boys featured in the magazine are also generally of the young, cute but well-built type."
It is striking that such a muscular man is hardly ever depicted in any other context of the magazine. The images of the manga thus create a visible physiological difference between the clearly heterosexual Rock (ChokiChoki 2008/08: 122-123) , who is slim, and the muscular homosexual man from the gym. Relying on imagery specific of depicting homosexuality in Japan, ChokiChoki stresses the deviant nature of being gay. The magazine highlights a muscular body as something very extraordinary with regard to the typical physique of a man constructed by the magazine. ChokiChoki thus reproduces the hegemonic construction of masculinity by reproducing its marginalization of homosexuality. It does so not only via the homophobic contents of the story and the way Rock's (eventually successful) attempt at losing weight is depicted as funny, but also with contrastive portrayals of heterosexual versus homosexual body features. In this way, the body becomes an important agent to communicate affiliation with a particular youth culture, and a particular idea of masculinity. The core of this masculinity is heterosexuality, which is one of the main pillars of hegemonic masculinity. Homophobia, as it is conveyed in the episode discussed, is one, if not the major, defense against gender relations that might undermine it. According to Meuser (2006): Homosexuality is the most ostracized form of masculinity. Homophobia is at the very core of hegemonic masculinity in civil society. Seen from a sociological point of view, homophobia is not a physical defensive reaction against suppressed impulses but the defense of hegemonic masculinities' central institution. Like no other form of being a man, homosexuality is understood as an attack on the norm of heterosexuality and therefore on the basis of the gender order itself. (Meuser 2006: 104) ChokiChoki in this episode recreates a concept of sexuality that is neatly in line with that of hegemonic masculinity.
Gendered body discourses in Men's Egg
Men's Egg is the sister magazine of Egg. Both magazines target members of the same youth culture, of the so-called gyaru (the Japanese pronunciation of the English word gal) or gyaru-o (a term where the Chinese character for man is added at the end and that thus becomes the name for the male members of this youth culture), respectively. This youth culture is a very distinct one with particular codes, norms, and moral values. It opposes social conventions and identifies itself with expanding and testing the boundaries of socially acceptable behavior -though without threatening the careers of its members (Arai 2009 ). In his book Gyaru to gyaru-o no bunka jinruigaku ('Ethnography of gyaru and gyaruo'), Yūsuke Arai (2009: 129-137) explains that there are three main aspects which structure the attitude and behavior of the members of this youth culture. 1. Tsuyome is a term that describes attributes or behavior that makes a person stand out. This can, on the one hand, be that person's outward appearance. Miller (2004: 88) points out the sexually appealing clothes which especially female members of this youth culture wear. Tsuyome can also mean behavior that provokes estrangement, laughter, surprise, or even disgust. 2. Charai refers to the attitude of gyaru and gyaru-o of being flirtatious and having as much sexual contact with the opposite sex as possible. It thus describes "immoral" (Arai 2009: 133) behavior between men and women. Someone who is charai wields strong seductive powers, allowing the acquisition of many sexual partners, and therefore is perceived as being highly capable of controlling the opposite sex.
3. Ora ora means knowledge and activities that are positioned in a legal gray zone, yet do not threaten one's career. E.g., knowing legal drugs that have similar effects to illegal drugs. A key value of this concept is also to create an aura that intimidates others insofar that arguments are solved in one's favor without turning into a physical fight.
In Men's Egg these key values create the underlying fabric of most magazine features. The following sections examine two common features dealing with negotiations of the body and the ideas behind these constructions of masculinity.
Steely bodies
In contrast to ChokiChoki, one of the main body discourses in Men's Egg is that of a hardened and trained body. In an article of the September issue 2006 (Men's Egg 2006/09: 59-73), three of the magazine's former models discuss changes of gyaru-o over time. One of the developments mentioned is that models of Men's Egg and/or gyaru-o in general are not as muscular as they used to be. However, the fact that the ideal of a well-trained body is still featured in the magazine shows that gyaru-o stick to the concept that a male body should be muscular. Even though this might not be as common as in the past, the ideal of a muscular body remains effective. In Men's Egg 2006/03 two martial arts fighters are asked to explain their idea of masculinity. The reason why Kazuhiro Nakamura, a judoka, and Hideo Tokoro, a mixed martial arts fighter, had been chosen to elaborate on what it means to be "a true man" is described as follows: Men's Egg here creates a rationale in which a man who succeeds in physical contests is the masculine ideal, thus establishing a direct link between physical superiority and masculinity. Both martial arts fighters have well-trained bodies, even though they are not overly muscular. In a later part of the article, workout instructions are given in order to coach the readers on how to get "otoko ga akogareru tsuya bodī" ('a dreambody men admire') (Men's Egg 2006/03: 76-77) and thus get closer to the ideal of masculinity as it is constructed here. The reason why the two fighters are considered authorities on masculinity is their success in winning physical contests in their respective disciplines. This success, however, is closely connected to certain mental dispositions. Both athletes come to similar conclusions as far as the defining aspects of masculinity are concerned. Nakamura explains:
Mottomo tsuyoi otoko no shōchō de aru kakutōgi. Karera koso masa ni otoko no naka no otoko to itte kagon de wa nai! Sonna karera no ikisama kara ma no 'otoko' o manabe! ('Martial arts

Ironna chīsai koto o ikutsu ikutsu mo tsumikasanete, sukoshi zutsu ue ni nobotte ikeru. […]
Sō iū konki to konjō no aru yatsu koso ga, hontō no imi de otoko da to omoimasu yo. ('Piling up countless and various small things, and thus rising up little by little.
[…] I believe it's a guy who has this persistence and willpower who is a "true" man.') (Men 's Egg 2006/03: 62) Likewise, Tokoro mentions endurance, persistence, and overcoming obstacles in achieving a goal as the main characteristics of masculinity (Men's Egg 2006/03: 63). Hence, the article propagates mental strength as the most important aspect of masculinity, which is what translates into a muscular body and physical superiority. A man can be identified as a real man by having a well-trained body (which proves his willpower to keep training) and by having success in physical competition (which proves his persistence until he finally succeeds). Success is measured in terms of how capable a man is in overcoming and defeating his opponent. Physical superiority thus serves as proof of mental strength as much as it is the precondition of success. It becomes a conditio sine qua non of masculinity itself. Castro-Vázquez and Kishi (2003: 27) elaborate on this connection of mental strength, physical strength, and masculinity, when pointing out how teachers appreciate male high-school students that are members of sports clubs (bukatsudō). They write:
The sporting boys are well appreciated among teachers because most of them learn through the activities in the bukatsudō (school sport circle) how to get into a regime of self-discipline, strength, ganbaru (trying hard), and hierarchy. Indeed, bukatsudō is a regime that allows them to display and validate their progress as males. (Castro-Vázquez and Kishi 2003: 27) The idea of masculinity as constructed in Men's Egg comes very close to the hegemonic construction of masculinity with an indomitably strong man whose endurance and willpower will eventually allow him to reach his goal.
Body physique and sex
Another Men's Egg article (Men's Egg 2011/07: 64-65) shows a workout instruction featuring a so-called dokusha moderu ('reader model') -a model that like the oshare kingu of ChokiChoki has been cast from among the readership of the magazine and thus becomes the manifestation of the idealized idea of a gyaru-o.
The cited article features a model who obviously has a trained, defined, and lean body. The entire article is primarily about instructing the reader on how to get a similar body by following these instructions and doing diverse workouts. It is explained that there is no need to join a gym, as all exercises can easily be done at home or in the classroom. The article thus shows a very practical approach to building the body.
The ideal body type presented here shows that there is an obvious tendency to idealize a muscular body, as the majority of workout routines aim at building muscles. Furthermore, a pictogram of a very muscular body right at the beginning of the article shows the conception of the aspired body shape. The overall ideal conveyed here is that of a muscular male.
In contrast to the episode of the ChokiChoki manga mentioned in the previous section, here the danger of misunderstanding the featured male model as homosexual is not an issue. One potential benefit communicated in the article is that people with a muscular body have the quality of being attractive, a property referred to as moteru in Japanese. In the article under discussion, the term is used in a caption of the featured model's picture, which reads: "Moteru tame nara doryoku oshimanai chara-o" ('A man who spares no pains in order to be attractive') (Men's Egg 2011/07: 64). According to his own accounts, the reader model already had sex with around 400 women and aims to exceed 500 within the summer. Hence, the protagonist is clearly and excessively heterosexual. This makes it unmistakably clear that the expression "chara-o" is used here as referring to a man who is heterosexually charai.
Even without the direct statement of the model that reveals his interest in women, the average reader of Men's Egg would most likely never assume that a man in Men's Egg is homosexual unless explicitly stated. The magazine is catering to the youth culture of gyaru-o, and heterosexual discourses are one of its major discursive strategies to construct identity. Whenever talking about being charai, gyaru and gyaru-o mean to interact with the opposite sex. Homoeroticism, let alone homosexual contact, does not play a role whatsoever in Men's Egg.
How important physical appearance is in order to attract the other sex is attested for by comments from women themselves. One woman, for example, comments that "sōshoku danshi ga kirai nanō [sic]" ('I hate herbivorous men') and that "ude no kinniku tte, otokorashisa ga honto [sic] ni deru yo ne" ('Masculinity really comes to the fore when the arms are well trained') (Men's Egg 2011/07: 64). Here, too, the ideal of a muscular body is supported. Moreover, a connection of thin and slender bodies with sōshokukei danshi is invoked.
In Men's Egg, a masculine body is identified as being muscular. If a man does not have a muscular body he is seen as unmanly. Being a proper man is also proven by being charai and thus via sexual potency. A muscular body allows one to live the concept of charai. It serves as proof of masculinity, since a man who does not have a muscular body cannot be sexually potent and as such cannot be charai. Hence, he cannot be a real man. This is why in Men's Egg, sōshokukei danshi are created as the antithesis of normal men. They are neither interested in sex, nor do they have muscular bodies. They do not live up to the expectations of masculinity as it is constructed in Men's Egg. With its stress on well-trained bodies and sexual potency, however, Men's Egg creates a masculinity that is close to the hegemonic construction of masculinity.
Citing women and their opinion on men, the magazine introduces a female gaze to its readers. This is the equivalent to what Holthus (2001: 385) in her study on Japanese women's magazines has identified as male gaze. The term describes how a ubiquitous male gaze is incorporated into women's magazines, which causes the readers to constantly keep in mind and consider how a man would see, evaluate, and judge them. According to Holthus (2001: 385) , " [w] omen are commended to create especially their outward appearance attractive and sexy for the imaginative male spectator." Morohashi (1998: 273) further elaborates that the goal communicated in women's magazines is to eventually win a man. By incorporating a corresponding female gaze, Men's Egg indicates the fundamental importance it places on appreciation by the other sex.
A subsequent part of the article eventually reveals how a muscular body is interlinked with performing the sexual act itself. Here the reader model shows how he trains his abdominal muscles. Using an exercise ball, he demonstrates a position of sexual intercourse. He jokingly comments that when "exercising" with a real woman and having her moaning as "background music," the pace of the exercise can become even quicker (Men's Egg 2011/07: 65). As this quote demonstrates, sexual potency in Men's Egg is directly linked to the magazine's discourses of the body that can be trained in order to enhance the man's sexual performance. In other words, one major aspect of constructing masculinity on a physical level in Men's Egg is a strong connection to discourses on sex.
This becomes even more apparent in an earlier article of the magazine (Men's Egg 2009/08: 81). Here, several male models tell stories of sexual encounters. As the title "Sundome samurai no taikenki" ('experiences of light-contact samurais') indicates -sundome ('light-contact') means to stop the fist before it actually hits the opponent in a martial arts contest -these men eventually failed in their quest to have sexual intercourse, since they are being rejected for various reasons by the women. Due to this rejection they are not given the chance to prove their sexual potency. A man who is not successful in performing the sexual act with a woman, however, is labeled "fugainai otoko" ('worthless/cowardy man') (Men's Egg 2009/08: 81).
In Men's Egg, the sexual act as a bodily practice not only expresses a hegemonic gender regime in terms of physicality, but also in terms of the allocated roles of the sexual intercourse. Returning to the workout article, it is easy to understand that the man is training his body in order to be able to adequately play his part during the sexual act, including determining the pace of the "exercise." Both articles stress the general need for a male to properly perform the sexual act, thus making him the active part while the woman is passive. As I have shown elsewhere (see Saladin 2011), Men's Egg constructs the sexual satisfaction of the woman as the man's duty on a general basis. In order to achieve this he needs to shape up his body by all means.
Conclusion
This article has examined how two Japanese lifestyle magazines for young men negotiate masculinity in terms of physicality. The standard masculinity of the magazine ChokiChoki is associated with a very lean and slender body image. Sexual intercourse is of no concern whatsoever and physicality is rather negotiated within discourses of beauty and health care. It can be associated more with the herbivore man, a perception that was confirmed in interviews conducted with an editor and readers of the magazine in 2011 and 2012. Being muscular or having a well-trained body is associated with homosexuality and as such is the antithesis of the magazine's fundamental fabric of heterosexuality. Thus, while the magazine constructs an obvious distance to the ideology of hegemonic masculinity, principles of (re-)producing it, such as the marginalization of homosexuality, are as effective as ever.
In Men's Egg, on the other hand, muscularity is associated with connotations of physical potency as an aspect of sexual potency. It draws heavily on sexual discourses through which masculinity is constructed. Even though in Men's Egg the ideal body shape is not that of an overly muscular man, it shows a tendency toward it. A well-trained and muscular body is the epitome of idealized masculinity. Masculinity is construed and confirmed by having the willpower to acquire such a body. The body and its shape function as a sexual tool and become a citation of the hegemonic construction of masculinity that proves a man's manliness.
The analysis of the two magazines shows that the ways in which youth masculinities in Japan are constructed can vary a great deal. There is not just one new movement or tendency among young Japanese males when it comes to masculinity. Physicality in ChokiChoki obviously differs from that in Men's Egg not only in terms of the discourses within which it is negotiated, but also in terms of the ideal body shape aspired to. In both magazines, this ideal body shape and the discourses that influence it are the result of the respective underlying ideals of masculinity.
In spite of the connections to the hegemonic construction of masculinity, some aspects are completely omitted in both magazines. Most notably, the sararīman as manifestation of the hegemonic masculinity and discourses on white collar work don't play any role at all. That is not too surprising since the typical sararīman is not part of the magazine's target audience. Occupations referenced in the magazine are that of models, shop assistants, hairdressers, and the like. Magazines targeting sararīmen constitute a segment of the Japanese magazine market of their own.
This may lead to the assumption that these magazines do not affiliate themselves with the sararīman. Yet, as explained before, the underlying patterns of hegemonic masculinity can also be important for those masculinities that -for whatever reason -do not fit the sararīman model. In the two magazines, competition and success are not measured by the role of the man being a breadwinner. The focus has shifted from labor to looks. Addressing a rather young audience and concentrating on outward appearance may be the reasons why that is the case. This may also imply that the old-fashioned role-model of the sararīman is no longer generally accepted. Hence, the magazines do construct masculinities that consist of different and partially new aspects, compared to those of the hegemonic construction of masculinity.
Section 4 has discussed how lifestyle magazines in general extend the male habitus via the incorporation of fashion as a means to create looks. As has been shown in the analysis in Sections 5 and 6, both ChokiChoki and Men's Egg make once explicitly female-connoted strategies of consciously constructing outward appearance available to their male readership. A closer look on particular body discourses reveals, however, that this does not mean that older aspects of masculinity or ways of proving and creating it are being excluded or replaced. They haven't lost their validity and are still effective.
